Abstract. Islamic banking is essential in today's competitive banking markets. Research in Islamic banking worldwide is focussed mainly on how distinct is Islamic banking from the conventional banking. This research aims at investigating the factors responsible for the satisfaction of Islamic banking customers. The study seeks to identify the Islamic banking products' quality features as they relate to customer satisfaction, to examine the level of customer satisfaction on Islamic banking products' in Nigeria. Three research questions and four hypotheses are formulated to guide the study. The methodology employed was a quantitative approach using a questionnaire as a tool for the collection of data. The respondents for this study are customers of Ja'iz bank Nigeria plc, the major Islamic bank in Nigeria. A convenient sampling technique was adopted to select the sample from the population (customers) of the Ja'iz bank plc. in Northern Nigeria. Hence self-administered questionnaire was chosen to gather the data. The data analysis was done using Statistical Package for Social Sciences (SPSS) version 23.0 and PLS-SEM 3.
INTRODUCTION
The banking establishment is an organizational set up that provides financial services to the general public, and it is considered in any given nation, as a vital sector in the economic setting [44] . The primary services offered by banks include all forms of financial transactions and safeguarding other valuables for customers [36] . There are mainly three (3) types of banks which include; (i)
The Central banks (ii) The Investment banks, and (iii) The retail banks. While the central banks oversee and regulate the activities of the retail banks, Investment banks deal with international and multi-national organisations. The retail or commercial banks conduct their operations directly to individuals and corporate institutions, and it is classified into two (2) categories; conventional and Islamic banks both of which serve almost the same purposes except that Islamic bank functions mainly in profit and loss sharing system, and also prohibition of interest charges (riba) in all its activities. Among the standard products dealt within the Islamic banks are Profit/loss sharing (Mudarabah), safekeeping (Wadi'ah), a joint venture (Musharakah), cost plus (Murabahah) and leasing (Ijarah) [7] .
Prior to the inception of Ja'iz bank in Nigeria, the only operating system of banking was conventional which was built solely on the institution of interest (riba), it is a system whereby, a stated percentage of interest is charged on a debtor irrespective of the outcome of business ventures into, and that according to [12] , led to various societal and economic tribulations etc.
Nigerian banking is a centre of concentrated banking sector where only five (5) largest banks control 62 % of the total commercial banks' assets (National daily, October 2017), while the remaining 18 banks (Islamic bank inclusive) bagged only 38 % of the market share as can be seen below (Figure 1 ): Figure 1 -The Nigerian banking sector market share, 2017 [18] As shown in Figure 1 , five banks maintained 62 % of the total assets of the banks. First Bank of Nigeria has 15 %, Zenith bank Plc., 15 %, Access bank 11%, GTB 10 %, UBA 11 % and 18 others including the only Non-interest bank (Ja'iz bank Plc.) has only 38 % of the total assets. This shows that there is a higher level of invariability in the proportion of the market share in the banking sector in Nigeria, hence the need to inquire what led to this invariability.
Attaining optimum customer satisfaction level and capturing a more significant marketing share is the dream of every business organisation, but achieving this particular goal has become a nightmare for almost all the organisations as a result of the dynamical nature of the taste of customers. This study aims at investigating the causal effects of customer satisfaction from the products features point of view. Identifying these factors can provide a smooth with the way for organisations/companies to attain higher satisfaction level from their customers, hence achieving their goals for the higher market share which will lead to holding existing customers and attracting new ones. Nevertheless, the manner in which personal banking services are offered has experienced an intense overhaul as a result of the shift in the satisfaction of customers as each organisation has to offer qualitative products and services to attain maximum customer satisfaction and loyalty [33] .
However, despite all efforts aimed at developing better services, customers remained not fully contented with the current services of the banks [40, 74] .
From the inception of Islamic bank (Jaiz International Bank Plc.) in Nigeria, in the year 2012, substantial studies have been conducted. Some researchers were in support, while other researchers were against the operationalization of Jaiz bank in the country. The main debate surrounding the issuance of an operating license to the Ja'iz bank was seen as an attempt by the central bank of Nigeria towards favouritism and a step towards excluding non-muslims their banking [82] . Some critiques were of the view that a bank cannot scale through without involving interest in its operation, while others argued and questioned the capacity of regulatory bodies in having enough rules that guide the activities of the Ja'iz bank alongside the rest of conventional banks in the country. Others still doubt the suitability of the environment for the services of Ja'iz bank as the society has been operating conventional system of banking for a long time, and lastly, is the issue of awareness from the citizens [81] , and the larger portion of the unbanked public as a result of low level of financial literacy.
In an attempt to solve the problems above, researchers worked on some of the aspects, for instance on the issue of legality [64] ; economic issue [78] ; Acceptability [58] ; their findings show that a larger portion of the respondents (98.1 %) known that ja'iz bank operates in Nigeria but only 35% of them had the knowledge of the varieties of products and services available in Ja'iz bank.
Research shows that, for new product/services to prosper in the marketplace, it is essential to know what factors influence its impact on the customers. From the review of the relevant literature, it was found that various factors can affect the intentions of customers towards banking services [72, 75] .
While previous studies focused on the legality, acceptability, profitability, and opportunities of the Islamic banking in Nigeria, this research work centres on the factors influencing customer satisfaction on the quality features of the bank's products in Nigeria. Given the preceding, it is important to investigate the satisfaction level derivable from the patronage of the commonly used products of Islamic banking such as [2] 
LITERATURE REVIEW
This chapter discusses previous research on Islamic banking and further concentrates on the factors influencing the degree of customer satisfaction on the performance of Islamic banking products in Nigeria. The overview of the previous research on the subject matter justifies the way research questions are to be answered. This study reviews its literature relevant to the subject matter from journals, articles, books and available reports from relevant bodies related to this work.
Customer satisfaction
The satisfaction of customers has been an essential part of every organisation as a result of an increase in the competition, and it is considered a crucial element of determining the competitiveness of banks [39] . In the words of [65] , Satisfaction is the outcome of purchases which determines the choice that linked to the explicit buying decision, so, customers decision to continue or discontinue using the products or services previously consumed is determined by the satisfaction they derived from the previous usage. The popular way for the survival of any organisation depends on how it handles it is customers, hence constant evaluation of the level of the satisfaction of customers in a methodical manner is needed [47, 15] . The main precept for successful competition in the market is customer satisfaction because it is the essential requirement for retaining customers to make profits. Customer satisfaction is vital in realising business lucrativeness, a higher share of the market and more earnings from investments [13] .
Customer satisfaction stands as the total outcome of the internal state of minds of the customers on their involvement in using products or services. It is argued that each organisation should have customer satisfaction as its watchdog [68] , and this could bring about a continuous buying habit that is needed for successful business activities in both short and long run. Authors [50] , stressed that satisfaction is observed as the change between the expected performances (as perceived by the customers), and the thoughtful anticipation of needs. Looking at the relationship among the variables of customer satisfaction, [35] , found a significant linkage amongst customer satisfaction, the quality of services and other constructs in Australian and Korean banks. From this submission it is clear that customer satisfaction is not a stand-alone concept, but an all-inclusive set of different players or indicators, which customers put into consideration to arrive at a conclusion on whether they are satisfied with not, customers do weigh what they obtained from using the products to what they really anticipated, once their experience matches their anticipation then, one can conclude that a satisfaction has been attained and vice-versa.
Customer satisfaction in the banking sector has been studied by numerous researchers using various item scales at different places, and many findings were reported. A study by [14] , em-ployed the use of six item scale while [11] , use one item scale to study "the conceptualization and measurement of service quality," and the nexus between customer satisfaction, service quality and intention to buy/use, and their findings were thus, the attainment of customer satisfaction was as a result of good quality of the services which has a substantial impact on the intention of the customers to continue with the patronage, and the study still found that the influence of service quality on intention to use was lesser than that of customer satisfaction though their method was seen as not sufficient because of the inclusion of only one item on the scale which if more items were to be used, the results might have been better and be more accepted by researchers like [56] who used five dimensions of customer satisfaction (core service or service products; human element of service delivery; systemization of service delivery (non-human element); tangibles of service (service scale) and social responsibility) to research for the interaction between customer satisfaction and service quality in the banking industry.
Several factors yield satisfaction of customers of which service quality is one of them. Authors [41] reported the benefit of attaining customer satisfaction from the service providers' perspective as higher profits, more coverage of market share, keeping customers tied to the products/services among others. Additionally, [38] in his study, found constant patronage, positive words of mouth, profits and loyalty as some of the benefit derivable as the result of achieving customer satisfaction. Equally important, the degree of satisfaction was tested in respect of perceived quality, and was found to be of straight and positively related as explored by [63] . In the same way, [19, 73] , argued that, one of the ways the creation of customer satisfaction by banks can be attainable is by effective passage of information, capturing trust from the customers' side, and provision of quality products and services, harmonious conflict resolution system, and lastly, an inclusive improvement of customer care centre. The effect of customer satisfaction was surveyed in the Malaysian banking industry by [8] , their study employed the use of SEM on 220 customers selected from 15 banks, and the study found a U-shaped connection between the perception of customers on satisfaction and positive word of mouth, and found customer satisfaction to be the chief cause of relationship quality in banking set up.
Islamic banking
A bank is an organisation that deals or accepts money from the savers in the form of deposit and disburse it to the borrowers in form advances and loans and performs other related functions concerning finance [4, 57] . From the above definition of banking, it is clear that a bank is an intermediate organisation that performs a connecting role between the saving and the borrower's group. It performs the financial expertise services where it directs investors to where they invest their money profitably, banks do offer loans to borrowers to have higher returns for the money loaned, the borrower pays it in the form of interest, and it will be shared to the investors as returns on their investment. The different types of banks include commercial banks among others like merchant, development, mortgage and agriculture banks. A side of these is an Islamic bank that runs all the activities of banking, but it restricted its services within the confine of Islamic Law which prohibits the acceptances and distributions of interest (riba). Prior to the establishment of Islamic banking the world over, about 4 decades ago, the only existing banking system was the conventional one, which operates under a secular system, but the inception of the Islamic banking system brought about a rapid change in the global financial structure, which trimmed the monopolistic status enjoyed by the conventional banks, and created a competitive environment for the banks [67] .
Principles of Islamic banking
The fundamental doctrines of the Islamic system of banking among others are; The profit and loss are sharing where the debtor and the financier distribute the gains, as well as the loss incurred from the business with the money obtained from the financier. Prohibition of unlawful businesses: it is not permissible to engage in the businesses that are made prohibited according to the Shariah, an example of such businesses includes, interest (riba), alcohol, pork, gambling, pornography etc. [46] . All these prohibitions were found from the two sources of Islamic Shariah law, either in the Glorious Qur'an or the Hadeeth of the prophet, and some of the reasons for the prohibition are among others, to keep away from Allah's fury as involving in riba contracts attracts it (Qur'an 2; 279), and also interest oppresses the borrowers and always dwindles the economy of the less privileged, abolishing alcohol so as to maintain human sense, etc. and Shariah law de-nounces both the givers and takers of interest [55] . All Islamic banks abide by these set of rules governing their operations, except where little differences can occur as a result of differences in the laws of operating countries, different environmental condition and needs for interaction with other conventional banks.
Products of Islamic Banks
Among the regular products utilised in the Islamic banking system are; benefit sharing (Mudarabah): Islamic banks offer funds and time deposits as venture accounts under the arrangement of Mudarabah, the investors of such accounts share benefits and misfortunes of the organisations under a settled-upon recipe [77] . The contributors in Mudarabah accounts are the providers of capital 'Rabb al-mal' who endow their assets to the bank, 'mudarib,' in the convention of western style venture system, subject to the dealings with just non-interest bearing instruments. The mudarib, going about as a cash director or specialist, contributes the cash and afterwards circulates the benefits and misfortunes by the settled upon contract.
The accompanying condition must be met; Profits to be shared must be relative to the assets added to the Mudarabah account, and these cannot be in bulk amounts or assured sums. The misfortune to the investor (patron of assets) cannot be more than the monetary value he deposited. Non-interest bearing demand deposits (financial records) [17] . Ordinary financial records in current business banks are non-interest bearing credits, and since Islamic banking establishments evade interest-fee based dealings, the greater part of them offer such demand deposits accounts. In a perfect world, Islamic banks ought not to charge any expense on financial records as they are allowed to utilize the investor's cash, subject to the hold prerequisites, if there are any, into procuring resources. In practice, however, this is not always the case, contingent upon the measure of the store, benefit charges get gathered to meet working expenses. The following are some of the products deals within Islamic banking system.
Joint-venture (Musharakah)
. This is a method of equity financing under the principles of Joint ventures where the bank engages in both the provision of finance as well as running the business by itself [52] . Musharakah is the first tool practices by Islamic banking in its product market; thus, in this scheme, the Islamic banking undertake the responsibility of the financier and that of the entrepreneur. This method is different form mudarabah in the sense that here, the bank plays a double role of supplying the money for the business and perform the complete task of managing the business while in the mudarabah system, two different parties are involved; the financier (separate from) the entrepreneur.
Mudarabah (Trust finance)
. This is a technique endorsed by the Islamic system of banking whereby, there is an act of partnership between two parties, a party provides the capital (financier) for the business while the other serves as an entrepreneur who manages the business. The profit or loss incurred by the business is shared between the two parties at the predetermined agreed-upon ratio. This method does not require setting up of a company, the Islamic bank can serve as the financier (Rabb-al-mal) on its own as well as on behalf of its clients, and it can also serve as the entrepreneur (Mudarib) as the case may be, to invest in different business arrangements.
Cost-plus financing (Murabahah)
. This is another instrument used by the Islamic banking system in which the bank buys a product on customer's behalf (based on the customer's request) and then resells it to the customer with added profit on the original amount of the said asset [3] . A clear example of this product is where the bank may buy an automobile at the cost of $20,000 based on a client order, and after the bank possessed the item, it can now add up its profit and sell it to the client at a current price of $23,000 to be paid in instalment in two years, or it can be paid in lump sum at the end the agreed loan term. This system is adopted by Islamic banks instead of charging interest from giving out raw loans to the customers (as can be seen in the practices of conventional banks), Islamic bank makes a profit from engaging in the business activities.
Leasing (Ijarah).
Under this scheme, a customer can obtain a car (for example), under the principles of leasing (Ijarah), in this arrangement, the bank buys the car and lease it to the customer for agreed period, and the client pays a rental fee, and the customer assumes the total ownership of the leased item at the end of the leasing arrangement.
Safe-keeping (Wadi'ah).
Under Wadi'ah arrangement, the bank guarantees the safety of the money and other valuables deposited by the clients for safekeeping, the bank charges a little amount for maintenance of items and custody of the funds kept and the client is always at will to withdraw his money or item deposited. This is the same with the savings and current accounts in the conventional banking system.
Differences between Islamic and Conventional banks
Islam abolishes all sorts of human and material exploitations, the existing conventional system of banking which is based on the principles of economics that money can create money is vehemently rejected by Islam, but Islam considers money as a factor of production whereby it can be ventured into a business for profit or loss, and the gain or loss incurred as the case may be must be borne by both the investor and the entrepreneur. Hence the need for profit and loss sharing system of banking based on the Islamic teachings.
The concept of brotherhood and cooperation is the foundational pillar Islamic banking was built upon, which considers a system of equity and risk sharing as the method of conducting business, and it serves all people from any religious affiliation. The central dissimilarities between Islamic and conventional banking systems are presented below (Table 1) . Islamic banks use Murabahah as a financing strategy which involves the bank buying items based on the customers' order and offer the item to the customer at a value that incorporates a profit, it is a system that shares benefit and loss through (cost-plus financing), which is an agreement deal between the bank and its client. Lending is based on who has an underwriter and securities.
Lending is based on who needs it, and it does not require collateral, it is built on trust. Principal partners are the investors.
The main stakeholder is Allah; the objective is to abide by order of Allah, while the partners are users and the populace. Clients are accomplices, and the choices are focused towards profiting the society. Interest is charged on Lending.
There is no involvement of interest (riba) because Islamic system termed 'riba' as an unjustifiable return, intrigue or extortion. Supports arms enterprises and businesses that taint the earth and escapade youngsters.
Shari'ah law sets limits on business endeavours. The law additionally prohibits the exchange of liquor, tobacco, items that encompass pork, barrier and weapon generation and particular diversion and actions such as betting and explicit entertainment (Chong and Liu, 2008). Islamic ethics encourage a monetary arrangement whereby all sorts of misuse are eliminated. Through an instrument 'Mudarabah' (Trust financing), a benefitsharing mechanism between two bodies in which one supplies the money and the other conducts the managerial and entrepreneurial expertise. Benefits are shared based on a foreordained proportion and losses are borne by the supplier of the capital.
The interest of the investors is always protected in the made resolutions of the venture.
Islamic system has a concern about what and where the money obtained is utilised. The Islamic system has a say in the business accomplishments so that the money can only be utilised in the shari'ah based business activities.
Scheduled for the individuals who have cash and who could not care what it is utilised for. There is no concern on where the money is to be invested hence no provision of information on what aspect of the business to venture the money into.
Customer satisfaction in Islamic banking
Research in services marketing has widely shown that customer satisfaction leads to customer loyalty [24, 49] . For instance [23] , found that whether customers had replaced their insurance policies or allowed them to lapse depended on their prior satisfaction with the whole life coverage. Similarly, in their studies, [32, 54, 61] , on a series of Islamic banks found that intentions to repurchase were positively related to core-service satisfaction. Another finding from a sample of Jordan Islamic bank customers showed that loyalty to the bank recorded a significant impact on customer satisfaction. While results from the work of [37] , posited the proof of the positive impact of customer satisfaction from various service industries in both Islamic banks, and essential service on customer intention to put the facilities into use over and over, and endorse the services of Islamic banks to a colleague.
Pertaining the nexus among satisfaction, the Islamic bank and trust, trust has been regarded universally as an all-inclusive impression of the Islamic bank. There is a longstanding orientation in this variable since trust is also conceptualised as "a cumulative process that develops over the course of repeated, successful interactions" [62] . Satisfaction encounters are presumably to strengthen the trust of customers in The Islamic as "a cumulative process that develops over the course of repeated, successful interactions" [62] . An exceedingly satisfying experience with the Islamic bank might not only reassure the customer that his confidence in the provider of the service is rightly placed but also to augment it [54] . This argument was buttressed by an empirical study in marketing [29, 76] , and in consumer behaviour works [30] . To the exclusive features of the Islamic banking arrangement, a customer acquires natural satisfaction in the general facets of the products and services offered by Islamic banks. Islamic banks, therefore, have a competitive advantage about enjoying customer confidence.
For instance, it is mainly agreed upon that a satisfied customer can engage a repeat purchase, and this results in a solid loyalty to the bank. As asserted by [26] and [69] , customers who are satisfied are possibly involved in selling the excellent image of the company to others.
Product quality
The banking sector remains one of the areas that is being challenged with a total quality management theories and methodologies among service industries [9] . A customer oriented style to quality, espouse from such a thought, compels investigation on the needs of the customers [80] . This is strengthened for the reason that quality of service, in all-purpose is idiosyncratic, distinct from the quality of products, which can be measured empirically, and so a suitable way of measuring this feature is to evaluate the opinion of customers [48] . Measuring quality from this perspective has seen very slight attention in the banking sector at present. Reviewing the literature in this part shown that adopting a customer awareness approach to quality measurement in Islamic banking sector required a new framework which is more regular with each environment.
For quite a long time, competition has been a significant challenge faced by the firms who want to produce better quality products at a lower rate. To compete with any rival company, each company adopted an incorporated management idea, the attainment of which was demonstrated by the innovative firms like banking sector [20] . The tactical significance of quality management practices has been admitted by both managers and researchers [25] . Current opinions about the swap and collective models of competitive priorities make managers and researchers differentiate quality as the basic competitive variable, in the absence of which, the remaining priorities like flexibility, dependability, and cost are difficult to realize [31, 28, 71] .
Though quality management performance is studied in relevance literatures, the connection between quality practices built on quality dimensions and perceptions of customers permits an added study [60, 42] . This study starts with a review of the quality dimension and perspectives, in the literature. Then, it establishes a framework and five plans to explore and analyse the relationships among quality dimensions, perspectives, and practices. Lastly, a discussion of its effects is presented.
Quality dimensions and perspectives
The definition of quality as given by the Cambridge international dictionary of English, the dimension is a depth and width of a particular thing in a given direction, especially its meas-urement, length, height, or a part or feature. Perspective is the method of considering something or a way of demonstrating in the art. If a thing is placed into view, it is compared with some other things so that it can be perfectly and justly umpired.
Quality is a multi-dimensional concept [31] . Thus, quality is seen inversely from a different point of view. Inherent multiple dimensions of quality gave rise to diverse standpoints about quality, which afterwards, affect quality practices. The outcome of quality practices, the extent to which all dimensions of quality needed by customers are accomplished, crafts the competitive ability of the company [43] .
Every viewpoint makes a dissimilar expectation of how quality can be affected. Hence, it highlights several dimensions of quality. To address different quality dimensions similarly efficiently, managers need to recognize the boundary of each quality perspective since their quality perspective impressively confines their practices in which they might involve some quality dimensions with the separation of other dimensions, while these dimensions may be more applicable to competitive advantages [66] .
Conceptual framework
Factors influencing customer satisfaction have been established in the literature, for instance, the work of [34, 32, 10] indicated religion and economic factors as sole forces that derive customer satisfaction in Islamic banking sector. Authors [5] asserted that the majority of Islamic banking customers stressed religion as well as other factors like cost-benefit, service delivery, and location of patronising Islamic bank services. Also, [61] argued that customer patronage was determined by religion, bank name, bank image, provision quality service etcetera etc. Authors [21] on the other hand found in their study that age group, education level as the drivers for customer satisfaction in the United States of America, and his findings were in line with that of [51] . The main indicators of customer satisfaction were listed as a trust, commitment, communication, service quality and service handling [53] .
The Figure 2 summarises indicators that were found to influence the level of customer satisfaction towards different underlying Islamic principles used in Islamic banking products. The following hypotheses were formulated for this study:
H1: Perceived quality has an effect on customer satisfaction.
H2: Cost has an effect on customer satisfaction.
H3: Convenience has an effect on customer satisfaction.
H4: Compliance has an effect on customer satisfaction.
In this research, the main respondents are the customers of Ja'iz Islamic bank Nigeria Plc. The sample comprised the population within the Northeastern part of Nigeria which consists of Adamawa, Bauchi, Taraba, Borno, Yobe and Gombe states.
According to [22] , sampling is about chosen (from within a statistical population), a subcategory to assess the features of the whole group. On the same note, [16] stated that the two main sampling methods in conducting quantitative reCustomer Satisfaction
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Convenience
Compliance Perceived Quality search are: probability and nonprobability sampling. While in probability sampling every member of the population has a known, non-zero probability of selection and consequently is selected at random, in non-probability sampling, the probability of any member of the population being chosen is unknown. The advantage of probability sampling is that results can be generalised to the entire population, meaning the sample would be representative of the target population.
For the investigation of the relationship between the quality of the products features and customer satisfaction, the following hypotheses were developed using four constructs (perceived quality, Cost, Convenience and Compliance) as the independent variables while one construct (customer satisfaction as the dependent variable). A sample of 303 customers of Ja'iz bank Plc. completed the questionnaires. The survey consisted of 6 sections. The first section for the respondents' demography, the second part of the questionnaire consists the four products features, and the last section was on the satisfaction scale.
RESULTS AND DISCUSSION
It is recommended that upon identifying the underlying structure of the data through the EFA, a reliability analysis be conducted to further establish the reliability and validity of the constructs, and by extension the questionnaire [45, 58] . The constructs reliability was tested using the Cronbach's Alpha method. The acceptable threshold for scale reliability is .70 and above, although .60 is also regarded as acceptable when the study is at its exploratory stage [58, 57] . The reported Scale's Cronbach's Alpha indicated that all the scales are reliable as they all meet up the threshold. The Customer satisfaction subscale reported the highest alpha value (α=.978) while Wadiah perceived quality reported the lowest alpha of value of (α=.748). The reported alpha value of the remaining scales also satisfied the recommended threshold of .70. In general, therefore; it could be concluded that the scales are reliable and could be used in measuring what they were intended to measure. Monthly income of the respondents ranges from 15.2 % for the low-income earners, 14.9 % and 32.3 % for the average and middle-income earners respectively, while the higher income earners class has 37.6 %. From the type of accounts held by the respondents, it is shown that 32.7 % maintains a savings account, 39.9 % are current account holders while corporate account holders formed 27.4 %. Responses on the products' usage reveal that 81.8 % of the respondent use all the 3 products (Murabahah, Ijarah and Mudarabah) and 18.2 % of them use only 2 (Murabahah and Ijarah) of the products, and lastly, the period engage in using the products show that 1.7 % spent only 1 year, 13.5 % spent 2 years, 19.1 have 3 years and 65.7 % spent over 4 years using these products.
The overall PLS model is illustrated below (Figure 3) .
As seen from the model above, the contribution of each of the constructs (by indicators), which shows that customers are more concerned with the cost of Ijarah (Ijarah→Cost at 0.699), then followed Wadi'ah cost also (wadia'h→Cost at 0.763) while Murabahah and Mudarabah scores higher (0.957 and 0.599) respectively in their perceived quality. The results show the satisfaction measure by each product towards customer satisfaction in percentage where Wadi'ah has 20 %, Ijarah 31 %, Murabahah 37 % and Mudarabah has contributed to customer satisfaction by 12 %. 
CONCLUSIONS
The relationship between customer satisfaction and the quality of the products' features of Islamic bank is investigated in this study, 5 points Likert scale questionnaire was used to gather information from the respondents who are customers of the Ja'iz bank Nigeria Plc. The distribution of the respondents' demographic information was presented in the results section above. The quality Murabahah found to be the watchdog of the customers as it impacted most from the list of other products features. And lastly, the results presented the contribution of each of the products and its corresponding constructs and their respective contribution towards customer satisfaction.
